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(p. 126). " A cause means something that is conceived by its loyal
servant as unifying the lives of various human beings into one life "
(p. 252). Loyalty means unity. And there can be no question that
unity is a true social note. None the less when we ask whether this
is the note most needed, we must settle with an ambiguity.

A unity is at least theoretically conceivable along the lines of sub-
ordination worked out by Plato and cherished by many as the only
possible type. But another more democratic conception is hovering
in the horizon of some. It involves a remaking of human nature, it
is true, but just this constitutes its lure. I do not mean to suggest
that Professor Royce's conception of unity will not welcome this as a
possible mode, but it can scarcely be said to demand it. And I
doubt whether any formulation which does not make this a dominant
note will strike the deepest chords of. the European and American
conscience of to-day. It is because of this prior demand that ' justice'
is likely for some time to come to evoke a larger response than unity.
We must have unity. Yes, but we will struggle for justice first. For
no unity is permanent, and none is fully moral that does not include
justice.

In his later chapters on ' Loyalty, Truth and Reality ' and ' Loyalty
and Religion ' the author devotes himself to the correction of the prag-
matists, and with a neat turn borrows a phrase in which to frame his
final definition of loyalty : Loyalty is the Will to Believe in some-
thing' eternal, and to express that belief in the practical life of a
human being.

J. H. T.

PSYCHOLOGY OF ADVERTISING.

The Psychology of Advertising. WALTER DILL SCOTT. Boston,
1908. Pp. 269.
While every one has been vaguely aware that there is a great deal

of ' psychology ' involved in advertising, Professor Scott deserves the
credit of being the first to work out clearly and definitely the applica-
tion of psychological principles to this field of activity. This work
treats specifically of memory, the feelings and emotions, sympathy,
instinct, suggestion, the will, habit, and attention, showing with what
principles in each of these processes the advertiser has to reckon, and
in what way. His points are illustrated by familiar advertisements
taken chiefly from the magazines. He also gives the results of inves-
tigations which throw light upon the amount of time that the average
reader of a magazine devotes to looking over its advertisements, the



PSYCHOLOGICAL LITERATURE. 397

attention-value of small and large spaces, the employment of different
kinds of type, and the arrangement of display type and cuts so as to
prove most effective, and similar practical questions in which psycho-
logical principles are involved. He quotes freely from Professor
James' works, and follows his general point of view in the theoretical
psychology employed.

Perhaps the detail of chief interest to the social psychologist is the
discussion of the manner in which the advertiser should appeal to in-
stincts affecting the social self. Every one wishes to be regarded as
belonging to a desirable social class, and one of the advertiser's prob-
lems is to make his goods appear to be in demand by this preferred
set. A millinery cut representing hats worn by refined and well-
dressed ladies, and the advertisement of a flesh-reducing remedy
adorned by a cut of a refined lady, well gowned but obviously embar-
rassed by her excessive embonpoint, are effective in their appeal,
while an awkward peasant lout holding a shoe in his hand, and a vul-
gar fat woman dressed in plaids are ineffective.

The discussion of food advertisements is interesting. People
decidedly prefer turkey to pork, and quail to chicken, although they
are actually unable when blindfolded to distinguish these foods by dif-
ferences in taste. The preference is a matter of association. Turkey
is rarer than pork, and suggests Thanksgiving and other pleasant
scenes, while quail is associated with the pleasures of the chase, the
open fields, pure air, and exhilarating sport, and is usually daintily
garnished when brought upon the table. Consequently the man who
has food stuffs to sell needs to create a glamor over them analogous
to that which turkey and quail now enjoy. This, Professor Scott
thinks, can be done by the right kind of advertising. The dainty,
ethereal ladies appearing in the advertisements of Nabisco wafers are
effective in associating this food with daintiness and elegance, while a
promiscuous abundance of fruit appearing in a Wheatlet advertise-
ment is repulsive. Similarly, several toilet articles are commended
by the purity and daintiness suggested in advertisements, and a certain
brand of pianos is effectively advertised by cuts in which the piano
appears in parlors furnished in great elegance and good taste.

The book closes with the report of a questionnaire embodying the
attitude toward the daily newspapers of two thousand leading Chicago
business and professional men. These show a profound lack of con-
fidence in the reliability of newspapers in regard to news, which Pro-
fessor Scott thinks seriously affects their value as advertising mediums.
In this connection he says: " T h e hope for relief from sensational
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journalism is to be found only in the discovery of the fact that a very
influential class of business men cannot be influenced by advertisements
appearing in sensational publications."

As will have been observed, Professor Scott thinks that the most
important process for the advertiser to employ is suggestion, and that
appeals to the reason are only of supplementary value. To be sure,
in this book he considers chiefly the general run of magazine adver-
tisements, which can hope for only very cursory attention, and prob-
ably he would admit that the rational element enters more largely into
circular letters, and into advertisements of investments and of expen-
sive articles of consumption. The reviewer is convinced by Professor
Scott's book that mere repeated suggestion by advertisements influences
all of us in our purchases more than most of us are aware; but he
would like to ask if there may not after all be a more or less reflective
attitude implied even in our apparent openness to suggestion from
magazine advertisements. We have found advertised articles satisfac-
tory in the past. An advertised article is probably a good article; it
costs money to advertise, and business men are not likely to go to a
large outlay to advertise trashy articles which no one will buy a second
time. Consequently it seems wise to buy an article with whose name
one has become familiar through advertisements rather than an article
of which one has no information except the dubious recommendation of
the sales person who perhaps receives an extra commission upon sales
of the less known articles.

The book throughout is extremely suggestive. It demonstrates that
psychology has full}' as close an application to the field of advertising
as to that of education, and suggests the probability that psychology
can be applied with equal profit to salesmanship, the display of mer-
chandise, soliciting — in fact, to everything which has to do with plac-
ing goods upon the market and effecting their sale. If such proves
to be the case, may we not expect that in the not far distant future ap-
plied psychology will be as prominent a feature in the commercial
courses of our universities as it is in educational courses to-day ?

UNIVERSITY OF CHICAGO. W. K. WRIGHT.

SOCIAL HEREDITY.

Heredity and Selection in Sociology. GEORGE CHATTERTON-HILL.

London, Black; New York, The Macmillan Co., 1907. Pp.
xxx -f 571.
Of the three parts into which this book is divided, Part I., The

Theory of Descent, deals with biological material and conceptions.


